However, celebrating the publication of an article does not mean that the job is completed. Research articles should accomplish more than taking up space in a journal issue; rather, people should learn from articles such that they in turn can influence practice, education, and future research. For this to happen, articles need to communicate with an engaged audience, and this suggests at least two things. First, researchers need to be proactive and seek their target audience; and second, researchers need to tailor their message such that the audience engages with their research.
To attract attention to a research article, online accessibility is not sufficient, excepting perhaps the attention of the most dedicated readers. Thus, researchers should not wait for readers to seek their article, but instead actively bring the article to the attention of their audience. Today, there are several ways to accomplish this effectively. For example, SAGE permits you as a BJOT author to share your final published version of an article with research colleagues at an academic institution, in a book you are writing or editing after publication of your article, and with your students or for your own teaching purposes. You can also include up to one published BJOT article in your unpublished dissertation or thesis. There are also several other ways that you can share your pre-publication accepted article -see the Guidelines for SAGE Authors (https:// bit.ly/2sYeiqG).
Sharing or re-use policies such as these allow authors to reach out to a group of colleagues who may be particularly interested in their work. However, the selected group is limited, and it can be difficult to guess who will be interested. Another way to promote your work openly is by linking to it from social media postings. Today, social media is part of everyday life for most people (BJOT and #OTalk, 2016) , including the everyday life of higher education institutions where research and research communication is a foundation (Cole et al., 2017) . When posting on social media such as Twitter, Facebook, and LinkedIn, researchers may deliberately try to reach a wider audience by specifically addressing, often by hashtags, relevant professional events, groups, networks, and associations (Maclean et al., 2013) . This strategy can result in significantly more attention, potentially driving downloads and citations to the article that will benefit both the researchers and the journal.
Over the last years, platforms such as ResearchGate (www.researchgate.net) and Academia (www.academia. edu) have become established venues for academics to promote and share their research, allowing researchers to selfarchive drafts or full versions of research on their personal profile. Abstracts and reference details are easily provided, and full-text versions of articles can be uploaded in cases where copyrights or publisher permissions are not violated. But there is far more you can do on these platforms. Search functions allow users to find and follow researchers, articles and projects, and researchers can be contacted directly through a system-based mail service. Personal alerts are provided by the system when a 'followed' researcher has uploaded new material. Questions may be asked and answered, and users may start new discussions and contribute to ongoing ones. Using these features can assist researchers in highlighting their work to the research community, and initiating interaction related to it.
Researchers may also need to consider how they best can engage the audience -metaphorically, this is about wrapping the gift to make it appealing before its content is revealed. BJOT encourages authors to consider using the Kudos platform (www.growkudos.com) as part of their wrapping strategy. The two images shown in this editorial are from the author's Kudos page.
From their Kudos profile researchers can present their article in a personal style, using lay language.
They can highlight what the article is about, and why this research is important, in a few sentences. Readers who are attracted by those initial statements can then move on to the 'perspectives' section, where researchers offer a brief interpretation of the study and its implications. Then, at the bottom of the page, readers will find a link to the full article on the publisher's website.
The main advantage of this platform, in my view as a researcher and journal board member, is its potential to provide an additional, intermediate layer of research communication. While we ultimately want people to read the full research article, its language and format is often demanding, perhaps even unappealing to some at first glance unless they are already involved in very similar research. Brief social media postings linking to the article are valuable for attracting interest, at times sufficient to 'like' the posting, and perhaps retweet. Social media interest gains traction for your article, increasing its altmetrics 'score' (a measure of the quality and quantity of online attention an article receives) and making people aware of your work. But it may not elicit enough interest to encourage someone to click the link and read the full article and, importantly, possibly go on to cite it in their own research. As an alternative, perhaps social media postings linking to a brief, but thoughtful, description of the study, such as the outlines encouraged by the Kudos platform, may ease the reader's way into engaging with the full research article. To researchers, it will cost a few more minutes of writing to put your article into context, but the extra effort may be worthwhileand may result in extra downloads and citations for your published work.
